Given the increase in consumers' preferences for coffee, it is becoming important to understand their decision-making processes in the coffee chain context. To deepen the understanding of sustainable outcomes in this context, this study investigates the role of dedication-and constraint-based mechanisms in forming consumers' repurchase and positive word-of-mouth (WOM) intentions, two critical sustainable outcomes. We examined the effects of coffee quality, the quality of the physical environment, and service quality in accelerating the formation of dedication-based factors. Moreover, this study offers an in-depth understanding of the enablers of perceived switching costs. Data collected from 238 university students that frequently visit coffee chains are empirically tested against the proposed theoretical framework by using structural equation modeling. The results confirm that both dedication-and constraint-based factors substantially predict consumers' sustainable outcomes in the coffee chain context. Brand image and perceived switching costs play an important role in enhancing consumers' repurchase and positive WOM intentions compared with customer satisfaction. Coffee quality is significantly associated with both customer satisfaction and brand image, whereas the quality of the physical environment and service quality are only significantly associated with brand image.
Introduction
Since the early 2000s, the coffee chain industry has endured fierce competition because of the emergence of global coffee chains such as Starbucks, Costa Coffee, and Coffee Bean. This intense competition has forced coffee chains to establish long-term relationships and build switching barriers to retain existing customers. Long-term relationships between consumers and service providers are essential to survive in a highly competitive service marketplace [1, 2] . Consumer retention reduces marketing costs and enhances revenue and profitability by increasing consumption levels [3, 4] . Thus, service providers are eager to manage consumers' service experiences. A number of studies on hospitality management have examined the determinants of consumers' sustainable outcomes sustainable outcomes, with most focusing on finding the key antecedents of consumers' repurchase or revisit intention [5, 6] . Evidence from prior studies shows that loyal consumers not only revisit a target place but also help recruit more consumers through positive word-of-mouth (WOM) referrals [7. 8] .
Moreover, given to the proliferation of social networking services such as Facebook, Instagram, and blogs, consumers tend to spread information about products and services and share opinions with friends. In the coffee chain context, understanding the mechanisms shaping consumers' positive WOM behaviors in addition to their repurchase intentions is thus helpful for coffee chains to establish service operation guidelines and marketing campaigns. Therefore, to further the understanding of consumers' sustainable outcomes in the coffee chain context, this study investigates the antecedents of two critical sustainable outcomes: repurchase and positive WOM intentions.
A great deal of research has studied the effect of consumer satisfaction on sustainable outcomes in the service industry. According to expectation disconfirmation theory [9, 10] , consumer satisfaction is a function of the disconfirmation arising from the discrepancy of initial expectations and perceived performance. Satisfied consumers form a repurchase intention and share positive WOM, whereas dissatisfied consumers stop subsequent visits and spread negative WOM. Hence, consumer satisfaction is regarded as the key factor to building and maintaining long-term customer relationships. sustainable outcomes in the coffee chain context.
A number of studies on hospitality management have examined the effect of service experiences on consumers' decision-making. Customers judge service experiences on the basis of functional, mechanic, and humanic cues [16, 17] . Functional cues are related to the technical quality of the service. In the coffee chain context, customers want to drink a flavorful coffee served at an appropriate temperature; thus, functional cues are essential to generate a positive attitude toward service experiences. Mechanic cues are nonhuman components in the service environment consisting of facility and atmosphere factors. The physical environment can powerfully affect customers' attitudes, service evaluation, and behaviors. In the coffee chain setting, the atmosphere, such as interior and layout, provides distinctive stimuli to customers that enable them to establish positive attitudes toward the coffee chain. Humanic cues are related to employees' service performance including tone of voice and empathy. Employees' effort and service performance contribute to forming a positive brand image and thus customer satisfaction. In the coffee chain context, a friendly smile and sincere greeting can play an important role in creating a superior customer experience [18] . In the coffee chain context, coffee quality, atmosphere, and service quality may enhance consumer' satisfaction and establish a positive brand image. However, few studies have investigated these three perspectives of service experiences in relation to consumer satisfaction and brand image in the coffee chain context. From the dedicationbased mechanism perspective, this study thus posits that coffee quality, the quality of the physical environment, and service quality are vital components of service experiences in developing consumer satisfaction and brand image.
Some researchers have pointed out that sustainable outcomes can be affected by both dedication-and constraint-based mechanisms because some consumers may revisit certain restaurants or coffee chains because of constraints rather than dedication [3, 19] . The constraint-based mechanism makes it costly to transfer to another product or service, thereby "locking in" customers. Several studies have shown that this mechanism is captured by perceived switching costs, which are related to the economic, social, or psychological investment that locks consumers into certain services [3, 20] . In the coffee chain context, perceived switching costs play an important role in developing sustainable outcomes, because most coffee chains provide reward programs to lock consumers in. Once consumers become familiar with the coffee aroma and facilities of their frequently visited coffee chains, they hesitate to visit an alternative brand. This study, therefore, investigates the effects of perceived switching costs on consumers' sustainable outcomes in the coffee chain context. Moreover, it examines the key determinants of perceived switching costs. Loyalty programs are an effective tool to increase consumers' perceptions of switching costs and build enduring relationships [21, 22] . Switching to other service providers may involve forgoing cumulative points and expending effort and time collecting and using points [23] . By contrast, several studies have shown the vital effect of habit on forming perceived switching costs. Kim et al. [24] revealed that perceived switching costs are significantly affected by learning and habit in the context of mobile messenger applications. Since transferring to other service providers may require additional information processing, habitual consumption leads customers to stay with the current service provider [25] . In the coffee chain context, habit may play an important role in developing perceived switching costs since visiting certain coffee chains is a daily routine. Thus, this study posits that loyalty programs and habit are the main enablers in forming perceived switching costs about coffee chains.
This study contributes to the hospitality management literature in several ways. First, it clarifies the role of dedication-and constraint-based mechanisms in shaping consumers' sustainable outcomes. It compares the relative effects of key factors on both repurchase and positive WOM intentions, two critical sustainable outcomes. Second, this study examines the relative importance of three components of service experiences on customer satisfaction and brand image. Finally, it empirically tests the role of loyalty programs and habit on the formation of perceived switching costs.
This study uses structural equation modeling (SEM) to analyze data from 238 university students who frequently visit coffee chains. The findings offer service managers and practitioners several insights into customers' sustainable outcomes. Understanding the antecedents of consumers' intentions to repurchase and recommend coffee chain scan help service managers increase positive WOM and revenue. The findings will help service managers generate distinctive customer experiences by stimulating the key elements of service experiences. Moreover, service managers and practitioners can form and develop consumers' perceptions of switching costs by stimulating their significant and prominent enablers.
Theoretical background

Dedication-and constraint-based mechanisms
In a highly competitive service environment, long-term relationships with consumers help service providers improve revenue and reduce marketing costs. Loyal consumers not only continually repurchase a target service but also help recruit more consumers via positive WOM referrals. According to social exchange theory, long-term relationships between consumers and service providers are developed by dedication-and constraint-based mechanisms [19] . Dedication-based mechanisms are related to the desire to establish long-term relationships, whereas constraint-based mechanisms are associated with forces that constrain consumers from maintaining relationships regardless of the perceived benefits. While the dedication/constraint model provides comprehensive information about consumers' sustainable outcomes, most studies on hospitality management have only focused on dedication-based factors such as consumer satisfaction and brand image, as it is hard to capture the impacts of constraint-based factors. However, the dedication-based mechanism alone cannot fully capture consumers' decision-making processes since constraint-based factors create a "lock-in" and reduce consumers' interests in alternatives [3] . Szymanski and Henard [26] found that consumer satisfaction accounts for less than 25% of the variance in repurchase intention.
Several studies have shown that constraint-based mechanisms are captured by perceived switching costs or calculative commitment [20, 27] . Sui and Baloglu [27] demonstrated the significant effects of dedication-and constraint-based mechanisms on consumers' sustainable outcomes in the casino industry. Lu et al. [28] investigated the role of service value and switching barriers on customers' behavioral intentions in a passenger transportation service. They posited perceived switching costs and alternative attractiveness as key elements of switching barriers. Baloglu et al. [29] developed a theoretical model integrating both constraint-based factors such as perceived switching costs and loyalty programs and dedication-based factors such as trust and emotional commitment to understand consumer loyalty toward casinos. Lin et al. [30] showed that the dedication/constraint model accounts for considerable variance in customer loyalty in the telecommunication industry. Indeed, they demonstrated that customer loyalty is more strongly related to constraint-based factors than to dedication-based factors. Table 1 summarizes studies applying the dedication/constraint model in various service and hospitality industries. In the coffee chain context, although most studies pay attention to the effects of dedication-based factors such as consumer satisfaction and brand image, some consumers are likely to retain relationships with coffee chain because of loyalty programs and habitual consumption. Figure 1 illustrates the research model. The theoretical framework is based on dedication-and constraint-based mechanisms that predict consumers' sustainable outcomes in the coffee chain context. This study posits that customer satisfaction and brand image are dedication-based factors, whereas perceived switching costs is the constraint-based factor. This study also investigates the relative effects of service experience components on consumers' sustainable outcomes. Moreover, it clarifies the role of loyalty programs and habit in developing perceived switching costs.
INSERT TABLE 1 ABOUT HERE
Research model and Hypotheses
INSERT FIGURE 1 ABOUT HERE
Dedication-based Mechanisms
Consumer satisfaction is defined as an ex-post evaluation of cumulative consumer experience with a target product or service [10] . According to the dedication/constraint model [9, 19] , the dedication-based mechanism is associated with perceived benefits including consumer satisfaction, which plays a key role in forming a consumer's sustainable outcomes [35] . Consumer satisfaction is an affective and evaluative response that can capture actual performance and expectation discrepancies [10] . Consumers are satisfied with a target service when actual performance meets or exceeds expectations. Several studies have shown the explorative power of consumer satisfaction in enhancing consumers' sustainable outcomes [1, 6] . In the service profit chain, the higher customer satisfaction, the higher is customer loyalty. Satisfied consumers are more likely to form enduring and long-term relationships with a particular coffee chain than unsatisfied ones are. Thus, consumer satisfaction is expected to a critical determinant of consumers' repurchase and positive WOM intentions.
H1a: Consumer satisfaction positively influences repurchase intention.
H1b: Consumer satisfaction positively influences positive WOM intention.
Brand image is defined as "consumers' perceptions about a brand as reflected by the brand associations held in their memories" [36] . The favorability of brand image can reduce quality risks and simplify customers' purchase decisions [12, 13] . Thus, managing a distinct brand image is a significant business strategy for service managers, which in turn influences customer loyalty and sustainable outcomes [37] . Several studies on hospitality management have shown that brand image affects customer repurchase intention and consumer loyalty significantly [11] . A coffee chain's image may thus have a large impact on sustainable outcomes. Hence, generating and maintaining a differentiated brand image is a critical mission of coffee chains. In particular, the effective management of brand image is significant for generating sustainable outcomes because of the exponentially growing number of coffee chains. Customers who have favored brand image tend to believe that the coffee chain offers a high quality of coffee and service, which leads to a higher attitude toward the certain coffee chain and greater behavioral intention. Moreover, a favorable brand image ultimately results in greater consumers intentions to repurchase and spread positive WOM.
H2a: Brand image positively influences repurchase intention.
H2b: Brand image positively influences positive WOM intention.
Coffee quality, a fundamental attribute of coffee chains, is included in the functional cue of service experiences. Coffee quality is influenced by freshness, aroma, flavor, and temperature [17, 18] .
Consumers' perceptions of coffee quality influence their decisions to patronize a coffee chain and spread positive. The positive assessment of coffee freshness, aroma, and temperature may enhance consumer satisfaction with a coffee chain. Further, consumers' evaluations of the superiority and excellence of coffee quality may influence the brand image of a coffee chain. Excellent consumer experiences with a flavorful coffee reinforce a positive image of the coffee chain.
H3a: Coffee quality positively influences consumer satisfaction.
H3b: Coffee quality positively influences brand image.
The quality of the physical environment is defined as customers' emotional responses to the service environment [38] . Although coffee quality plays a critical role in coffee chain success, excellent coffee quality alone is insufficient [18] . Mechanic clues are a vital factor in services marketing since the intangibility of services leads customers to rely on tangibles to assess their service experiences [16, 17] . Han and Ryu [6] examined the effects of artifacts, spatial layout, and ambient conditions on consumers' sustainable outcomes in full-service restaurants. Their findings indicated that customers' perceptions of physical factors strengthen consumer satisfaction. Moreover, several studies have shown that the physical environment of hotels and restaurants strengthens brand image [13, 14] . In the coffee chain context, physical factors such as interior design, layout, and facilities are significant cues for judging service quality. Consumers consciously sense the physical surroundings when visiting a restaurant or coffee chain. Pleasing physical surroundings may determine the degree of customer satisfaction and brand image.
H4a: Quality of the physical environment positively influences consumer satisfaction.
H4b: Quality of the physical environment positively influences brand image.
Service quality refers to the cognitive evaluation of the services provided by employees and service providers [16] . Service quality can capture a consumer's subjective responses to objects based on service employees' attitudes and performance during service delivery [17] . Delivering excellent service by courteous employees leads to a superior customer experience. Several studies show the significant role of service quality on customer satiation as well as brand image in restaurants, hotels, and banking [39] . In the coffee chain environment, customers evaluate not only coffee quality but also the service provider's attitude and performance during service delivery [18] . Service quality is thus a core determinant of customer satisfaction and help strengthen brand image. In this regard, consumers' perceptions of service quality play a critical role in establishing long-term relationships with coffee chains.
H5a: Service quality positively influences consumer satisfaction.
H5b: Service quality positively influences brand image.
Constraint-based Mechanisms
Perceived switching costs refer to consumers' perceptions of the money, time, and psychological efforts required to transfer from one service provider to an alternative [20] . Switching costs include not only financial but also emotional and psychological investments [40, 41] . Most consumers are motivated to stay with a current service provider to reduce switching costs. Previous works on service management have shown that perceived switching costs enhance consumers' loyalty beyond what is explained by dedication-based factors [28] . Sui and Baloglu [27] found that trust and switching costs are mediated through emotional commitment, which in turn influences consumer loyalty. Kim et al. [42] showed that perceived switching costs significantly influence continuance commitment in the hotel industry. Lin et al. [30] showed that constraint-based factors more strongly influence customer loyalty than does customer satisfaction. In Thus, perceived switching costs positively influence repurchase intention and positive WOM intention by discouraging customers from transferring to other coffee chains.
H6a: Perceived switching costs positively influence repurchase intention.
H6b: Perceived switching costs positively influence positive WOM intention.
Loyalty programs can enhance calculative emotional commitment and perceived switching costs [22, 27] . In the hotel industry, for example, loyalty programs such as Marriot Rewards and Hilton HHonors Program help consumers develop a sense of being locked into the hotel brand. Tanford et al. [22] found that loyalty programs in the hotel industry make consumers resistant to switching by increasing perceived switching costs. Moreover, several service and hospitality brands such as Harrah and Starbucks perform customer relationship marketing campaigns to provide customized services based on loyalty programs. Coffee chains also try to develop consumers' perceived switching costs by using reward or loyalty programs. For example, in Starbucks, once customers register and load a Starbucks Card, rewards are automatically added to their accounts whenever they purchase. Starbucks executives have pointed to their reward program as a key factor in revenue growth. Consumers are thus likely to avoid changing coffee chains because they want to collect and use points. Thus, loyalty programs may play a vital source in developing consumers' perceptions of switching costs about a frequently visited coffee chain.
H7: Loyalty programs positively influence perceived switching costs.
Habit refers to a repeated and routine behavioral pattern that automatically occurs without conscious awareness [43] . Consumers are known as cognitive misers in that they tend to minimize the amount of cognitive load when decided on a specific task [44] . If consumers are faced with familiar environmental or situational cues, they often automatically engage in habitual or routine choice rather than cognitive and conscious decision-making-processes [45] . Thus, the habitual consumption of a service is regarded as a major enabler of perceived switching costs. Woisetschläger et al. [25] revealed the significant effect of habit on switching costs in the newspaper industry. Kim et al. [24] found that habitual behaviors increase the level of perceived switching costs in mobile messenger applications.
Given the number of decisions involved across people's lives, it is hard for individuals to allocate substantial cognitive effort and time to each decision. Thus, decisions regarding small budget items such as coffee or food may be affected by habitual choice behavior which requires less informationprocessing effort and time.
H8: Habit positively influences perceived switching costs.
Research Methodology
Instrument Development
The measurement items in this study were derived from previously validated studies in hospitality management. The questionnaire was modified to suit the coffee chain context. The questionnaire was divided into three sections. In the first section, respondents were asked what brand of coffee chain they often patronized. The second section included questions that measure the constructs in the proposed theoretical model. Each measurement item corresponding to the constructs was measured on a seven-point Likert-type scale (1=strongly disagree, 7=strongly agree). The last section included demographic information such as age, gender, and monthly average consumption expenses.
Before conducting the survey, the questionnaire was reviewed by three researchers in the hospitality management domain to check problems with content, wording, and question ambiguity. The modified questionnaire was then pilot-tested on 25 university students. All constructs were found to have reliability through a verification of Cronbach's alpha values, which were all above the accepted 0.7 level of reliability. Appendix 1 lists the survey items.
Data Collection
The empirical data for this study were collected through a paper-based survey. The questionnaires were administered to university students in South Korea, and were distributed and gathered from June 5 to 10, 2016. This study obtained 253 responses, although it discarded 15 incomplete respondents; therefore, 238 responses with experience of visiting coffee chains in the past month were selected as the final sample. As shown in Table 2 , the number of male and female respondents was nearly equal. Respondents' ages ranged from 18 to 45 years, with a mean age of 21.47
and a standard deviation of 2.93. Table 2 presents respondents' demographic details.
INSERT TABLE 2 ABOUT HERE
Data Analysis
The research model was tested by using the maximum likelihood estimator of LISREL 8.80.
This analysis technique is particularly efficient for a research model with multiple independent and dependent constructs. Multiple measures were used to calculate the fit between the model and data, such as normed chi-square (χ2/df), Tucker-Lewis index (TLI), critical function index (CFI), normed fit index (NFI), and root mean square error of approximation (RMSEA) [46] .
Results
Measurement Model
As shown in Table 3 , the measurement model provided a proper fit to the data, according to the goodness-of-fit. Firstly, to verify convergent validity, this study investigated the factor loading values of the measurements of the research model, as shown in Table 3 . Convergent validity is acceptable if the factor loading value is 0.60 or higher [47] . In this study, the lowest item loading was 0.63 (REI3), satisfying convergent validity. Second, to check the reliabilities of the constructs, the composite reliability (CR) and average variance extracted (AVE) values were assessed. Reliability is acceptable if the CR value exceeds 0.70 and if the AVE value exceeds 0.50 [48] . As shown in Table 3 , all factors have acceptable values. Third, to examine discriminant validity, the AVE values of the individual factors were compared with the shared variances between the factors. Table 4 indicates that the diagonal contains the square root of the AVE values. All the AVE values were higher than those of the off-diagonal elements in the corresponding rows and columns, which confirmed discriminant validity. Lastly, to check common method bias in self-reported survey research, this study conducted
Harman's single-factor test. If common method variance does exist, a single factor will account for the majority of the covariance among measures [49] . The poor model fit (χ 2 =5694.40, df=464, χ 2 /df=12.72, TLI=0.69, CFI=0.71, NFI=0.68, RMSEA=0.218) suggests that common method bias is unlikely to be a serious concern in this study.
INSERT TABLE 3 & 4 ABOUT HERE
Structural Model
As shown in Table 5 , the structural model was also found to fit the data well according to the goodness-of-fit indices. SEM was conducted to test the hypothesized relationships among the constructs.
Overall, the theoretical framework accounted for 34% of repurchase intention variance and 36% of positive WOM intention variance. Figure 2 present the analysis results.
INSERT FIGURE 2 & TABLE 5 ABOUT HERE
Consumer satisfaction significantly influences both repurchase intention and positive WOM intention, providing empirical support for H1a and H1b, respectively. Brand image also has a significant effect on repurchase intention and positive WOM intention. Therefore, H2a and H2b were supported.
Coffee quality was found to significantly influence customer satisfaction and brand image; hence, H3a and H3b were supported. However, the quality of the physical environment and service quality had an insignificant effect on consumer satisfaction, rejecting H4a and H5a. These two dimensions of quality significantly influenced brand image, thus supporting H4b and H5b. Perceived switching costs were found to play a significant role in forming both repurchase and positive WOM intentions, thus supporting H6a and H6b. However, loyalty programs were not significantly associated with perceived switching costs, while habit had a significant effect on them. Therefore, H7 was not supported, while H8 was supported. Table 5 summarizes the results.
Discussion
Summary of the Results
Drawing upon the dedication/constraint model, this study describes why consumers continue to repurchase from certain coffee chains and resist transferring to a rival. The theoretical framework asserts that consumers' sustainable outcomes are determined by both dedication-based and constraint- Finally, this study explored the key enablers of perceived switching costs. It found that loyalty programs had no significant effect on the formation of switching costs about certain coffee chains. Liu [50] showed that loyalty programs do not prompt consumers to change their purchase behaviors. This finding implies that most loyalty programs in coffee chains look alike and have similar reward benefits, thus reducing their effectiveness. However, in line with Kim et al. [24] , habit significantly influenced consumers' switching costs in the coffee chain context. Ye and Potter [51] also showed that users' habits of choosing an incumbent product or service impede their intentions to switch. These results confirm that habit plays a vital role in the formation of the perceived switching costs of coffee chains.
Theoretical Implications
One major contribution of this study is to confirm the effect of dedication-and constraint- (b) perceived switching costs, which make it hard for the consumer to switch to other coffee chains. In particular, perceived switching costs offer considerable explanatory power for consumers' sustainable outcomes. Hence, by adapting the dedication-based and constraint-based framework, this study advances the understanding of consumers' decision-making processes in the coffee chain context. By assessing the chi-square difference test ( ∆χ 2 (2) = 22.3, p<0.01), this study finds that perceived switching costs offer a considerable amount of explanatory power for consumers' sustainable outcomes.
Moreover, Table 6 showed the difference of R 2 and Cohen's kappa. By adapting the dedication-based and constraint-based framework, we advance our understanding of consumers' decision-making processes in the context of coffee chains.
INSERT TABLE 6 ABOUT HERE
Second, this study examined the role of brand image on consumers' sustainable outcomes. In the coffee chain context, Tu et al. [2] showed that brand image significantly affects customer loyalty.
This study also reveals that brand image significantly influences consumers' intentions to repurchase and positive WOM. Moreover, brand image has a greater explanatory power than consumer satisfaction on consumers' sustainable outcomes, because the impact of brand image strengthens with direct consumer experience of the coffee chain [52] . The presented results showed that the relationship between brand image and repurchase intention was stronger (p<0.05) than that between customer satisfaction and repurchase intention. Further, brand image was a stronger predictor of positive WOM intention (p<0.05) than customer satisfaction was.
Third, the study sheds light on the impacts of the qualities of coffee, physical environment, and service on dedication-based factors. Several studies identify functional, mechanic, and humanic cues as vital components of service experiences. Jin et al. [13] examined the effects of the quality of the physical environment and food quality on brand image and customer satisfaction. They found that both the quality of the physical environment and food quality affect brand image. Chen et al. [53] regarded restaurant-specific stimuli such as food, atmospherics, and service quality in the context of luxury restaurants. They found that stimuli significantly influence customers' emotions during service encounters, which, in turn, affect behavioral intentions. However, in contrast to the literature, the presented results revealed the different effects of these three quality elements on customer and brand image in the coffee chain environment. Customers regard service quality as a key attribute or service experience in evaluating consumer satisfaction, while the excellent quality of coffee, the physical environment, and service leads to a differentiated brand image. This study thus clarified the different roles of these three service dimensions on customer satisfaction and brand image in the coffee chain context.
Lastly, this study offers an in-depth understanding of the enablers of perceived switching costs.
This study found that loyalty or reward programs do not generate consumers' perceptions of switching costs. This finding supports Mattila's [54] results that such programs fail to explain customer loyalty.
Meyer-Waarden and Benavent [21] also demonstrated that consumers only slightly change their buying patterns after they join loyalty programs in the grocery retail contact. This study thus confirms the salient power of habit in explaining perceived switching costs. Customers tend to stay with frequently visited coffee chains when the attractiveness of alternatives decreases and switching costs increase.
Consumers are also likely to repurchase and spread positive WOM about their current coffee chain rather than transfer to an alternative chain based on routine choice.
Managerial Implications
The results of this study provide coffee chain managers with insight into how to improve consumers' sustainable outcomes. First, this study suggests that consumers' sustainable outcomes are shaped by well-managed dedication-and constraint-based mechanisms. Therefore, the optimal strategy for coffee chains is to both offer excellent service to customers and increase switching costs. In particular, the results advise service managers and practitioners to focus on developing a distinctive brand image among dedication-based factors, which has a greater impact on consumers' repurchase and recommendation intentions than consumer satisfaction. A distinctive brand image is a source of information at the point of visit since it reduces quality risks and simplifies the complexity of customers' decision-making processes. Once customers perceive positive feelings about a certain brand, they remain loyal to the coffee chain and recommend it to others. Although almost coffee chains have similar beverages and ambience, a premium brand image is thus a key driver of developing of long-term relationships with consumers. Thus, coffee chain managers should try to differentiate their chains from competitors by establishing a distinctive and premium brand image.
Another practical implication is that understanding the prominent determinants of dedication- 
Limitations
Although this study reveals several theoretical and practical implications, it has some limitations. First, the theoretical model is tested based on a sample of university students typically in their 20s. Although 20s and 30s comprise the major customers of coffee chains, these findings may not be generalized across general consumers. Therefore, a more comprehensive sample, considering age, income, and geographic dispersion, would ensure external validity and enhance the generalizability of the results. Further study is thus necessary to re-analyze the hypotheses by using more comprehensive sample data. Second, since the data were gathered in only one county, interpretation of the findings should be made with caution. Consumers' cultural background and characteristics might influence their decision-making processes in the coffee chain context. Accordingly, additional studies need to consider these cultural characteristics to understand how different consumers associate their perceptions and sustainable outcomes. Finally, some previous works on hospitality management have considered perceived switching costs to be a moderator between perception and behavioral intention. Han and Ryu [7] , for example, found that switching costs significantly moderate the path from consumer satisfaction to positive WOM intention. Further research is thus necessary to analyze the moderating effects of perceived switching costs to better understand their role in consumers' sustainable outcomes. 
